



PENGARUH PRODUCT INNOVATION TERHADAP 
PURCHASE INTENTION 








Diajukan sebagai syarat untuk memperoleh gelar Sarjana Pariwisata pada 































FAKULTAS PENDIDIKAN ILMU PENGETAHUAN SOSIAL 






LEMBAR HAK CIPTA 
 
PENGARUH PRODUCT INNOVATION TERHADAP 
PURCHASE INTENTION  










Sebuah skripsi yang diajukan untuk memperoleh gelar Sarjana Pariwisata 
Program Studi Manajemen Pemasaran Pariwisata 
Fakultas Pendidikan Ilmu Pengetahuan Sosial 






© Regita Geopani Putri 2019 







Hak Cipta dilindungi undang-undang, 
Skripsi ini tidak boleh diperbanyak seluruhnya atau sebagian, dengan dicetak 












Regita Geopani Putri, 1500845, “Pengaruh Product Innovation terhadap 
Purchase Intention di The Potting Shed” (Survei terhadap Pengunjung yang dine-
in di Restoran The Potting Shed), di bawah bimbingan Dr. Lili Adi Wibowo, 
S.Pd.,S.Sos., M.M. dan Gitasishwara SE.Par.,M.M. 
 
Penelitian ini bertujuan untuk menganalisis pengaruh product innovation yang 
terdiri dari product quality, product packaging innovation, product 
uniqueness/variety, product advantage, novelty of product, new product 
composition, on the leading edge of current food trends, dan new ways of usage 
traditional food product terhadap purchase intention di The Potting Shed. Metode 
penelitian yang digunakan yaitu explanatory survey dengan pendekatan cross 
sectional method dengan jumlah sampel sebanyak 200 yang terdiri pengunjung 
yang dine-in di Restoran The Potting Shed. Teknik analisis data yang digunakan 
adalah teknik analisis jalur. Pelaksanaan product innovation di The Potting Shed 
berada pada kategori tinggi dan purchase intention pengunjung berada pada 
kategori tinggi. Product innovation yang terdiri dari product quality, product 
uniqueness/variety, product advantage, dan novelty of product, memiliki pengaruh 
postif terhadap purchase intention dengan sub variabel product quality  memiliki 
pengaruh tertinggi dimana The Potting Shed berhasil menciptakan inovasi baru 
dengan kualitas yang baik dalam makanan yang ditawarkan. Hasil penelitian 
menunjukan terdapat pengaruh yang signifikan antara product innovation terhadap 
purchase intention.  
 







Regita Geopani Putri, 1500845, “Impact of  Product Innovation on Purchase 
Intention in The Potting Shed” (Survey on consumer who dine in at Restaurant 
The Potting Shed), under guidance of  Dr. Lili Adi Wibowo, S.Pd.,S.Sos., M.M. 
and Gitasishwara SE.Par.,M.M. 
 
This study aims to analyze the influence of product innovation that consists of 
product quality, innovation product packaging, product uniqueness / variety, 
product advantage, novel product, composition of the leading edge of current food 
trends, and traditional new ways of usage on purchase intention in The Potting 
Shed. Method of this research is explanatory survey with cross sectional approach, 
with the number of samples are 200 that consist of consumer who dine-in at 
Restaurant The Potting Shed. Data analysis technique used is the path analysis 
technique. Implementation of  product innovation in The Potting Shed is on the high 
category and consumer purchase intention is in the high category. Product 
innovation that consists of product quality, product uniqueness / variety, product 
advantage, and novelty of products, gives positive impact on purchase intention. 
Product quality has the highest impact, where The Potting Shed succeded in 
creating new food innovation with good quality that offered. The results showed 
there was significant impact between product innovation and purchase intention. 
 








HALAMAN JUDUL .............................................................................................. i 
HALAMAN HAK CIPTA .................................................................................... ii 
HALAMAN PENGESAHAN .............................................................................. iii 
ABSTRAK............................................................................................................. iv 
ABSTRACT ............................................................................................................ v 
DAFTAR ISI ......................................................................................................... vi 
DAFTAR TABEL.................................................................................................. x 
DAFTAR GAMBAR ........................................................................................... xii 
BAB I PENDAHULUAN ...................................................................................... 1 
1.1 Latar Belakang Penelitian .................................................................... 1 
1.2 Rumusan Masalah ................................................................................ 6 
1.3 Tujuan Penelitian.................................................................................. 7 
1.4 Kegunaan Penelitian............................................................................. 7 
1.4.1 Kegunaan Teoritis ....................................................................... 7 
1.4.2 Kegunaan Praktis ........................................................................ 7 
BAB II KAJIAN PUSTAKA, KERANGKA PEMIKIRAN DAN  
             HIPOTESIS .............................................................................................. 8 
2.1 Kajian Pustaka..................................................................................... 8 
2.1.1 Konsep Pariwisata..................................................................... 8 
2.1.2 Konsep Pemasaran Pariwisata .................................................. 9 
2.1.3 Konsep Pemasaran Makanan dan Minuman ........................... 10 
2.1.4 Konsep Purhase Intention dalam Consumer Behavior........... 12 
2.1.4.1 Konsep Consumer Behavior ....................................... 12 
2.1.4.2 Definisi Purchase Intention........................................ 14 
2.1.4.3 Dimensi Purchase Intention ....................................... 16 
2.1.4.4 Model Purchase Intention .......................................... 17 
2.1.5 Konsep Product Innovation dalam Consumer Behavior ........ 18 
2.1.5.1 Konsep Consumer Behavior ....................................... 18 
2.1.5.2 Definisi Product Innovation ....................................... 20 





2.1.5.4 Model Product Innovation ......................................... 23 
2.1.6 Pengaruh Product Innovation terhadap Purchase Intention  ... 25 
2.1.7 Orisinalitas Penelitian ............................................................. 26 
2.2 Kerangka Pemikiran ............................................................................ 28 
2.3 Hipotesis .............................................................................................. 33 
BAB III METODOLOGI PENELITIAN ......................................................... 35 
3.1 Objek Penelitian ................................................................................ 35 
3.2 Metode Penelitian ............................................................................. 36 
3.2.1 Jenis Penelitian dan Metode yang Digunakan ........................ 36 
3.2.2 Operasionaliasasi Variabel...................................................... 36 
3.2.3 Jenis dan Sumber Data ............................................................ 39 
3.2.4 Populasi, Sampel dan Teknik Sampling ................................. 40 
3.2.4.1 Populasi ...................................................................... 40 
3.2.4.2 Sampel ........................................................................ 40 
3.2.4.3 Teknik Sampling ........................................................ 41 
3.2.5 Teknik Pengumpulan Data...................................................... 43 
3.2.6 Hasil Pengujian Validitas dan Realibilitas.............................. 44 
3.2.6.1 Hasil Pengujian Validitas ........................................... 44 
3.2.6.2 Hasil Pengujian Realibilitas ....................................... 48 
3.2.7 Teknik Analisis Data............................................................... 50 
3.2.7.1 Rancangan Analisis Data Deskriptif .......................... 50 
3.3.7.2 Pengujian Hipotesis .................................................... 51 
BAB IV HASIL PENELITIAN DAN PEMBAHASAN ................................... 60 
4.1 Profil, Karakteristik dan Pengalaman Pengunjung ............................60 
4.1.1 Profil Perusahaan .....................................................................60 
4.1.1.1 Identitas Perusahaan ....................................................60 
4.1.1.2 Sejarah Singkat Perusahaan.........................................60 
4.1.1.3 Produk dan Jasa yang Ditawarkan...............................61 
4.1.2 Karakteristik dan Pengalaman Pengunjung The Potting  
         Shed diaitkan dengan Purchse Intention..................................62 
4.1.2.1 Keterkaitan Jenis Kelamin dan Usia dengan Purchase 





4.1.2.2 Keterkaitan Pekerjaan dan Pendidikan Akhir dengan 
Purchase Intention .......................................................64 
4.1.2.3 Keterkaitan Penghasilan dan Biaya Pengeluaran dengan 
Purchase Intention .......................................................66 
4.1.2.4 Keterkaitan Asal Tinggal dan Frekuensi Kunjungan 
dengan Purchase Intention ..........................................67 
4.1.2.5 Keterkaitan Bersama Siapa dan Sumber Informasi 
dengan Purchase Intention ..........................................69 
4.1.2.6 Aspek Menarik di The Potting Shed ...........................71 
4.2 Gambaran Deskripsi Product Innovation dan Purchase Intention ....72 
4.2.1 Gambaran Purchase Intention di The Potting Shed ................72 
4.2.1.1 Rekapitulasi Tanggapan Purchase Intention di The  
Potting Shed ..............................................................72 
4.2.1.2 Tanggapan Pengunjung terhadap Purchase Intention di 
The Potting Shed..........................................................74 
4.2.2 Gambaran Product Innovation di The Potting Shed ................75 
4.2.2.1 Rekapitulasi Tanggapan Gambaran Product 
Innovation di The Potting Shed.................................76 
4.2.2.2 Tanggapan Pengunjung terhadap Product Quality di 
The Potting Shed .......................................................77 
4.2.2.3Tanggapan Pengunjung terhadap Product 
Uniqueness/Variety di The Potting Shed ..................79 
4.2.2.4 Tanggapan Pengunjung terhadap Product Advantage 
di The Potting Shed ...................................................80 
4.2.2.5 Tanggapan Pengunjung terhadap Novelty of Product di 
The Potting Shed .......................................................81 
4.3 Pengujian Hipotesis ...........................................................................82 
4.3.1 Hasil Pengujian Asumsi Klasik ...............................................82 
4.3.1.1 Hasil Pengujian Asumsi Normalitas............................82 
4.3.1.2 Hasil Pengujian Asumsi Heteroskedastisitas...............84 
4.3.1.3 Hasil Pengujian Asumsi Linearitas .............................84 





4.3.1.5 Hasil Pengujian Asumsi Multikolinearitas ..................85 
4.3.2 Hasil Uji Korelasi dan Koefisien Determinasi.........................86 
4.3.3 Hasil Pengujian Koefisien Analisis Jalur (Path Analysis) .......87 
4.3.3.1 Pengaruh Product Innovation terhadap Purchase 
Intention Secara Simultan (F) ......................................88 
4.3.3.2 Pengaruh Product Innovation terhadap Purchase 
Intention Secara Parsial (T) .........................................89 
4.4 Pembahasan Hasil Penelitian .............................................................94 
4.4.1 Tanggapan Pengunjung terhadap Product Innovation.............94 
4.4.2 Tanggapan Pengunjung terhadap Purchase Intention .............95 
4.4.3 Pengaruh Product Innovation terhadap Purchase Intention ....95 
4.5 Implikasi Hasil Temuan Penelitian ....................................................97 
4.5.1 Temuan Bersifat Teoritik .........................................................97 
4.5.2 Temuan Bersifat Empirik.........................................................98 
BAB V KESIMPULAN DAN REKOMENDASI ........................................... 100 
5.1 Kesimpulan ..................................................................................... 100 







No. Judul Hal 
1.1 Data Pendapatan The Potting Shed September 2018-Februari 2019... 3 
2.1 Definisi Purchase Intention Menurut Beberapa Ahli.......................... 15 
2.2 Indikator Purchase Intention Menurut Beberapa Ahli......................... 16 
2.3 Definisi Product Innovation Menurut Beberapa Ahli.......................... 20 
2.4 Dimensi Product Innovation Menurut Beberapa Ahli......................... 21 
2.5 Penelitian Terdahulu Berkaitan dengan Pengaruh Product Innovation 
terhadap Purchase Intention................................................................. 26 
3.1 Operasionalisasi Variabel..................................................................... 37 
3.2 Jenis dan Sumber Data......................................................................... 39 
3.3 Teknik Pengumpulan Data .................................................................. 43 
3.4 Hasil Pengujian Validitas 45 
3.5 Hasil Uji Realibilitas............................................................................ 49 
3.6 Alternatif Jawaban Menurut Skala Likert............................................ 51 
3.7 Batas-Batas Nilai Koefisien Korelasi................................................... 54 
4.1 Keterkaitan Jenis Kelamin dan Usia dengan Purchase Intention 
Pengunjung di The Potting Shed......................................................... 62 
4.2 Keterkaitan Pekerjaan dan Pendidikan Akhir dengan Purchase 
Intention Pengunjung di The Potting Shed.......................................... 64 
4.3 Keterkaitan Penghasilan dan Biaya Pengeluaran dengan Purchase 
Intention Pengunjung di The Potting Shed.......................................... 66 
4.4 Keterkaitan Asal Tinggal dan Frekuensi Kunjungan dengan Purchase 
Intention Pengunjung di The Potting Shed........................................... 68 
4.5 Keterkaitan Bersama Siapa dan Sumber Informasi dengan Purchase 
Intention Pengunjung di The Potting Shed.......................................... 69 
4.6 Aspek Menarik di The Potting Shed.................................................... 71 
4.7 Rekapitulasi Tanggapan Pengunjung terhadap Purchase Intention di 
The Potting Shed.................................................................................. 73 






4.9 Rekapitulasi Tanggapan Pengunjung terhadap Product Innovation di 
The Potting Shed................................. ................................................ 77 
4.10 Tanggapan Pengunjung terhadap Product Quality di The Potting 
Shed.................................................................................................... 78 
4.11 Tanggapan Pengunjung terhadap Product Uniqueness/Variety di The 
Potting Shed................................................................................. 79 
4.12 Tanggapan Pengunjung terhadap Product Advantage di The Potting 
Shed.................................................................................................... 80 
4.13 Tanggapan Pengunjung terhadap Novelty of Product di The Potting 
Shed.................................................................................................... 82 
4.14 Hasil Uji Normalitas............................................................................ 83 
4.15 Hasil Uji Heteroskedastisitas............................................................... 84 
4.16 Hasil Uji Linearitas.............................................................................. 84 
4.17 Hasil Uji Autokorelasi.......................................................................... 85 
4.18 Hasil Uji Multikolinearitas.................................................................. 85 
4.19 Hasil pengujian Koefisien Determinasi............................................... 86 
4.20 Matriks Korelasi.................................................................................. 87 
4.21 Hasil Uji Secara Simultan (Uji F) ....................................................... 88 
4.22 Hasil Uji secara Parsial (Uji T) ........................................................... 89 
4.23 Hasil Pengujian Koefisien Jalur, Pengaruh Langsung dan Tidak 









No. Judul Hal 
1.2 Hasil Pra Penelitian Mengenai Purchase Intention di The Potting 
Shed........................................................................................................ 4 
2.1 Klasifikasi Food and Beverage Operation............................................ 11 
2.2 Model of Consumer Decision Making Process..................................... 13 
2.3 Hierarchy of Purchase Intention........................................................... 17 
2.4 Product Innovation from Firm and Customer Perspective................... 24 
2.5 Classification Innovation on Traditional Food product....................... 25 
2.6 Kerangka Pemikiran Pengaruh Product Innovation terhadap Purchase 
Intention................................................................................ 33 
2.7 Paradigma Penelitian Pengaruh Product Innovation terhadap 
Purchase Intention................................................................................ 33 
3.1 Diagram Jalur Hipotesis........................................................................ 55 
3.2 Diagram Struktur Sub Hipotesis........................................................... 55 
4.1 Logo The Potting Shed.......................................................................... 60 
4.2 Garis Kontinum Variabel Purchase Intention di The Potting Shed...... 73 
4.3 Garis Kontinum Variabel Product Innovation di The Potting Shed..... 76 









Abbas, M., Shahid Nawaz, M., Ahmad, J., & Ashraf, M. (2017). The effect of 
innovation and consumer related factors on consumer resistance to innovation. 
Cogent Business & Management, 4(1), 1–23. 
https://doi.org/10.1080/23311975.2017.1312058 
Albari, & Dewi, S. (2019). The Impact Of The Quality Of Intrinsic And Extrinsic 
Attributes In Creating Loyalty And Purchase Intention. Journal of 
Management and Business, 15(2). https://doi.org/10.24123/jmb.v15i2.67 
Ali, F. (2016). Hotel website quality, perceived flow, customer satisfaction and 
purchase intention. Journal of Hospitality and Tourism Technology, 7(2), 213–
228. https://doi.org/10.1108/JHTT-02-2016-0010 
Arikunto, S. (2006). Prosedur Penelitian Tindakan Kelas. Bumi Aksara, 136(2), 2–
3. 
Asif, M., Xuhui, W., Nasiri, A., & Ayyub, S. (2017). Determinant Factors 
Influencing Organic Food Purchase Intention and the Moderating Role of 
Awareness: A Comparative Analysis. Food Quality and Preference. 
https://doi.org/10.1016/j.foodqual.2017.08.006 
Bachriansyah, R. A. (2011). Analisis Pengaruh Kualitas Produk, Daya Tarik Iklan, 
dan Persepsi Harga terhadap Minat Beli Konsumen pada Produk Ponsel Nokia, 
Halaman 1-65. 
Baines, P., & Fill, C. (2014). Marketing. Marketing. 
Baines, P., Fill, C., & Page, K. (2011). Marketing Strategy. In Marketing (p. 
Chapter 5, pp.159-199, 207–238). 
Bashir, A. M., Bayat, A., Olutuase, S. O., & Ariff, Z. (2018). Factors affecting 
consumers ’ intention towards purchasing halal food in South Africa : a 
structural equation modelling. Journal of Food Products Marketing, 0(0), 1–
23. https://doi.org/10.1080/10454446.2018.1452813 
Bayona-Saez, C., Cruz-Cázares, C., García-Marco, T., & Sánchez García, M. 
(2017). Open innovation in the food and beverage industry. Management 
Decision (Vol. 55). https://doi.org/10.1108/MD-04-2016-0213 
Belleau, B. D., Summers, T. A., Xu, Y., & Pinel, R. (2007). Clothing and Textiles. 
https://doi.org/10.1177/0887302X07302768 
Bian, Q., & Forsythe, S. (2012). Purchase intention for luxury brands: A cross 
cultural comparison. Journal of Business Research, 65(10), 1443–1451. 
https://doi.org/10.1016/j.jbusres.2011.10.010 
Bigliardi, B. (2019). Traditional Food. Innovations in Traditional Foods. Elsevier 
Inc. https://doi.org/10.1016/B978-0-12-814887-7.00004-6 
Bredahl, L. (2001). Determinants of consumer attitudes and purchase intentions 
with regard to genetically modified foods - results of a cross-national survey. 






Busse, M., Siebert, R., Busse, M., & Siebert, R. (2017). The role of consumers in 
food innovation processes The role of consumers in food innovation processes. 
https://doi.org/10.1108/EJIM-03-2017-0023 
Casper, J. M., Gray, D. P., & Babkes Stellino, M. (2007). A Sport Commitment 
Model Perspective on Adult Tennis Players’ Participation Frequency and 
Purchase Intention. Sport Management Review, 10(3), 253–278. 
https://doi.org/10.1016/S1441-3523(07)70014-1 
Cheng, A., Lu, C., & Gursoy, D. (2018). Partnership strength and diversity with 
suppliers: effects upon independent restaurant product innovation and 
performance. International Journal of Contemporary Hospitality 
Management International Journal of Contemporary Hospitality Management 
International Journal of Contemporary Hospitality Management , 27(5), 
1320–1342. Retrieved from https://doi.org/10.1108/IJCHM-04-2014-0171 
Danneels, E. (2002). The dynamics of product innovation and firm competences. 
Strategic Management Journal, 23(12), 1095–1121. 
https://doi.org/10.1002/smj.275 
Díaz, A., Gómez, M., & Molina, A. (2017). A comparison of online and offline 
consumer behaviour: An empirical study on a cinema shopping context. 
Journal of Retailing and Consumer Services, 38(April), 44–50. 
https://doi.org/10.1016/j.jretconser.2017.05.003 
Dziallas, M., & Blind, K. (2018). Technovation Innovation indicators throughout 
the innovation process : An extensive literature analysis. Technovation, (May), 
1–27. https://doi.org/10.1016/j.technovation.2018.05.005 
Fikri, M. K. R., & Ahmad Seiichi Ramadhan. (2018). The effect of menu design on 
customer purchase intention: a case study of ‘“Waroeng Mas Kemal” 
Restaurant, 3(2), 137–153. 
Gagić, S. (2016). Restaurant Innovativeness : A Case Study Of Vojvodina, 13(2), 
57–69. 
Ghozali, I. (2013). Aplikasi Analisis Multivariate Dengan Program IBM dan SPSS. 
In aplikasi analisis multivariate dengan program ibm spss 19 (p. 113). 
https://doi.org/10.2307/1579941 
Gmelin, H., & Seuring, S. (2014). Determinants of a sustainable new product 
development. Journal of Cleaner Production, 69, 1–9. 
https://doi.org/10.1016/j.jclepro.2014.01.053 
Hallak, R., Assaker, G., Connor, P. O., & Lee, C. (2018). Journal of Retailing and 
Consumer Services Firm performance in the upscale restaurant sector : The e 
ff ects of resilience , creative self-e ffi cacy , innovation and industry 
experience, 40(May 2017), 229–240. 
https://doi.org/10.1016/j.jretconser.2017.10.014 
Hana Uzun, M. P. (2014). Influence of Produt Packaging on Purchse Decision, 
(2012), 144–150. 
Hasnari, S. (2016). Analisis Pengaruh Kualitas Produk Meningkatkan Keputusan 





Hawkins, D. I., & Mothersbaugh, D. L. (2010). Consumer Behavior: Building 
Marketing Strategy. Publish. 
Heitmann, S. (2011). Tourist behaviour and tourism motivation. In Research 
themes for tourism (pp. 31–44). https://doi.org/10.1079/9781845936846.0031 
Holak, S. L., & Lehmann, D. R. (2017). Purchase Intentions and the Dimensions of 
Innovation : An Exploratory Model. Journal of Product Innovation 
Management, 1–15. 
Hsiao, H. H., Hsiao, S. W., & Liang, S. M. (2016). Improving product based on 
affordance with fuzzy theory for product development strategy. International 
Journal of Production Research, 54(18), 5522–5533. 
https://doi.org/10.1080/00207543.2016.1164350 
Hung, K., Huiling Chen, A., Peng, N., Hackley, C., Amy Tiwsakul, R., & Chou, C. 
(2011). Antecedents of luxury brand purchase intention. Journal of Product & 
Brand Management, 20(6), 457–467. 
https://doi.org/10.1108/10610421111166603 
Ivkov, M., Blesic, I., Simat, K., Demirovic, D., Bozic, S., & Stefanovic, V. (2017). 
Innovations in the restaurant industry: An exploratory study. Ekonomika 
Poljoprivrede, 63(4), 1169–1186. https://doi.org/10.5937/ekopolj1604169i 
Jain, S., Khan, M. N., & Mishra, S. (2017). Understanding consumer behavior 
regarding luxury fashion goods in India based on the theory of planned 
behavior. Journal of Asia Business Studies (Vol. 11). 
https://doi.org/10.1108/JABS-08-2015-0118 
Jalilvand, M. R., Samiei, N., & Mahdavinia, S. H. (2011). The Effect of Brand 
Equity Components on Purchase Intention : International Business and 
Management, 2(2), 149–158. https://doi.org/10.2307/3151897 
Jeong, E., & Shawn, S. (2018). International Journal of Hospitality Management 
Price premiums for organic menus at restaurants : What is an acceptable level ? 
International Journal of Hospitality Management, (November 2017), 1–11. 
https://doi.org/10.1016/j.ijhm.2018.06.020 
Jones, P., Hillier, D., & Comfort, D. (2016). Sustainability in the hospitality 
industry. International Journal of Contemporary Hospitality Management , 
28(1), 36–67. https://doi.org/10.1108/IJCHM-11-2014-0572 
Jørgensen, S. (2018). Marketing. In Handbook of Dynamic Game Theory (pp. 865–
905). https://doi.org/10.1007/978-3-319-44374-4_22 
Kim, E., Rebecca, L., & Bosselman, R. (2018a). International Journal of Hospitality 
Management Measuring customer perceptions of restaurant innovativeness : 
Developing and validating a scale, (February 2017). 
Kim, E., Rebecca, L., & Bosselman, R. (2018b). International Journal of Hospitality 
Management Measuring customer perceptions of restaurant innovativeness : 
Developing and validating a scale. International Journal of Hospitality 
Management, 74(February 2017), 85–98. 
https://doi.org/10.1016/j.ijhm.2018.02.018 





on Consumer Purchase Intention: Instant Coffee in Refill Packs and Glass Jars. 
Journal of Sensory Studies, 30(3), 169–180. 
https://doi.org/10.1111/joss.12142 
Kotler, P., & Armstrong, G. (2013). Principles of Marketing. World Wide Web 
Internet And Web Information Systems, 42, 785. 
https://doi.org/10.2307/1250103 
Kuncoro, W., & Suriani, W. O. (2017). Asia Paci fi c Management Review 
Achieving sustainable competitive advantage through product innovation and 
market driving. Asia Pacific Management Review, 1–7. 
https://doi.org/10.1016/j.apmrv.2017.07.006 
Kuo, Y. F., & Wu, C. M. (2012). Satisfaction and post-purchase intentions with 
service recovery of online shopping websites: Perspectives on perceived 
justice and emotions. International Journal of Information Management, 
32(2), 127–138. https://doi.org/10.1016/j.ijinfomgt.2011.09.001 
Lang, J. M. (2015). Menu Innovation. Restaurant Business, (April). 
Lee, C., Hallak, R., & Sardeshmukh, S. R. (2019). Creativity and innovation in the 
restaurant sector : Supply-side processes and barriers to implementation. 
Tourism Management Perspectives, 31(March), 54–62. 
https://doi.org/10.1016/j.tmp.2019.03.011 
Ling, K. C., Chai, L. T., & Piew, T. H. (2010). The Effects of Shopping 
Orientations, Online Trust and Prior Online Purchase Experience toward 
Customers’ Online Purchase Intention. International Business Research, 3(3), 
63. https://doi.org/10.5539/ibr.v3n3p63 
Malhotra, N. K., & Briks, D. S. (2013). Marketing Research : An Applied Approach 
Marquette, C. J., Mahrinasari, M. S., & Bangsawan, S. (2018). Consumer restaurant 
experience, electronic word of mouth and purchase intention in the Indonesian 
restaurant industry. J. for Global Business Advancement, 10(6), 613. 
https://doi.org/10.1504/jgba.2017.10013148 
Moses, A., O, E. K., & Osunsan, O. (2018). Product Innovation , Price Level And 
Competitive Advantage : A Perception Assessment Of Beer Products, 26–34. 
Mulyanto, H., Rasipan, R., & Andriyani, M. (2019). Reputasi Dalam Mendorong 
Kepercayaan Dan Minat Beli Konsumen Produk Makanan Umkm Di 
Cileungsi. Jurnal Manajemen Kewirausahaan, 15(2), 121. 
https://doi.org/10.33370/jmk.v15i2.270 
Nadaraja, R., & Yazdanifard, R. (2011). Social Media Marketing: Advantages and 
Disadvantages. Researchgate.Net, (September 2013), 1–10. 
https://doi.org/10.1177/009207037500300222 
Nakata, C. C. (2008). Journal of Product Innovation Management,. Journal of 
International Marketing, 35(2007), 5885. https://doi.org/10.1111/j.1540-
5885.2009.00333.x/pdf 
Nasermoadeli, A., Ling, K. C., & Maghnati, F. (2013). Evaluating the Impacts of 





and Management, 8(6). https://doi.org/10.5539/ijbm.v8n6p128 
Nyohardi, P. (2016). Pengaruh Brand Experience Terhadap Brand Loyalty Melalui 
Brand Satisfaction Dan Brand Trust Harley. Jurnal Bisnis Dan Manajemen, 
2(1), 1–11. 
P. F. Guiné, R., C. D. Ramalhosa, E., & Paula Valente, L. (2016). New Foods, New 
Consumers: Innovation in Food Product Development. Current Nutrition & 
Food Science, 12(3), 175–189. 
https://doi.org/10.2174/1573401312666160608120727 
Pan, L. Y., & Chen, K. H. (2019). A study on the effect of storytelling marketing 
on brand image, perceived quality, and purchase intention in ecotourism. 
Ekoloji, 28(107), 705–712. 
Pandey, S., & Srivastava, D. S. (2016). Antecedents of Customer Purchase 
Intention. IOSR Journal of Business and Management, 18(10), 55–82. 
https://doi.org/10.9790/487X-1810035582 
Papagiannidis, S., See-To, E., & Bourlakis, M. (2014). Virtual test-driving: The 
impact of simulated products on purchase intention. Journal of Retailing and 
Consumer Services, 21(5), 877–887. 
https://doi.org/10.1016/j.jretconser.2014.02.010 
Park, H. H., Jeon, J. O., & Sullivan, P. (2015). How does visual merchandising in 
fashion retail stores affect consumers’ brand attitude and purchase intention? 
International Review of Retail, Distribution and Consumer Research, 25(1), 
87–104. https://doi.org/10.1080/09593969.2014.918048 
Parthasarthy, R., & Hammond, J. (2002). Product innovation input and 
outcome:moderating effects of the innovation process. Journal of Engineering 
and Technology Management, 19(1), 75–91. https://doi.org/10.1016/S0923-
4748(01)00047-9 
Paul Fultz, Joel Rampoldt, & Dan Shaughnessy. (2016). Key trends driving 
innovation in the restaurant industry. In An appetite for change (p. 16). 
Peter, J. P., & Olson, J. C. (2009). Consumer Behavior & Marketing Strategy. 
Dana. 
Porral, C. C., Pierre, J., & Mangin, L. (2016). Food Private Label Brands: The Role 
of Consumer Trust on Loyalty and Purchase Intention. British Food Journal, 
118(3). 
Putra, M. I., Ratnasari, R. T., & Prasetyo, A. (2017). Religiosity Effect Analysis Of 
Consumer Behavior And Consumer Intention On Online Shopping : East Java 
Community Case Study, 8(December), 103–110. 
Qi, J., Zhang, Z., Jeon, S., & Zhou, Y. (2016). Mining customer requirements from 
online reviews: A product improvement perspective. Information and 
Management, 53(8), 951–963. https://doi.org/10.1016/j.im.2016.06.002 
Qi, X., & Angelika, A. P. (2018). Explaining consumers’ intentions towards 
purchasing green food in Qingdao, China: The amendment and extension of 






Rana, J., & Paul, J. (2017). Consumer behavior and purchase intention for organic 
food: A review and research agenda. Journal of Retailing and Consumer 
Services, 38(May), 157–165. https://doi.org/10.1016/j.jretconser.2017.06.004 
Riduwan, & Kuncoro, E. A. (2013). Cara Menggunakan dan Memaknai Path 
Analysis (Analisis Jalur). Bandung: Alfabeta. 
Ruhamak, M. D. (2016). Pengaruh Word Of Mouth Terhadap Purchase Intention 
Melalui Brand Image Pada Lembaga Kursus Bahasa Inggris Dynamic English 
Course Pare. Jurnal Ekonomi Universitas Kadiri, 1(2), 188–204. 
Runtunuwu, J. G., Oroh, S., & Taroreh, R. (2014). Pengaruh Kualitas Produk, 
Harga, Dan Kualitas Pelayanan Terhadap Kepuasan Pengguna Cafe Dan Resto 
Cabana Manado. Jurnal EMBA, 2(3), 1803–1813. 
Ryu, K., & Jang, S. C. S. (2007). The Effect of Environmental Perceptions on 
Behavioral Intentions Through Emotions: The Case of Upscale Restaurants. 
Journal of Hospitality and Tourism Research, 31(1), 56–72. 
https://doi.org/10.1177/1096348006295506 
Saad, M., AbdulRahman, N., & Umadi, M. F. (2019). Enriching the International 
Tourist Experience of Local Malaysian Cuisine and a Guarantee of a Purchase 
Intention. Asian Journal of Behavioural Studies, 4(16), 33. 
https://doi.org/10.21834/ajbes.v4i16.176 
Salleh, S., Hashima, N. H., & Murphy, J. (2015). Instagram Marketing : A Content 
Analysis of Top Malaysian Restaurant Brands. E-Review of Tourism Research, 
6, 1–5. 
San Martín, H., & Herrero, Á. (2012). Influence of the user’s psychological factors 
on the online purchase intention in rural tourism: Integrating innovativeness to 
the UTAUT framework. Tourism Management, 33(2), 341–350. 
https://doi.org/10.1016/j.tourman.2011.04.003 
Sarwono, J. (2006). Metode Penelitian Kuantitatif Kualitatif. 
Seng, L. C., & Ping, N. S. (2016). the Influence of Product Innovation Toward, 
IV(4), 773–782. 
Shankar, V., Kleijnen, M., Ramanathan, S., Rizley, R., Holland, S., & Morrissey, 
S. (2016). Mobile Shopper Marketing: Key Issues, Current Insights, and 
Future Research Avenues. Journal of Interactive Marketing, 34, 37–48. 
https://doi.org/10.1016/j.intmar.2016.03.002 
Sharma, P., Davcik, N. S., & Gopalakrishna, K. (2016). Product innovation as a 
mediator in the impact of R & D expenditure and brand equity on marketing 
performance ☆. Journal of Business Research. 
https://doi.org/10.1016/j.jbusres.2016.03.074 
Shaw, S. D., & Bagozzi, R. P. (2018). The neuropsychology of consumer behavior 
and marketing. Consumer Psychology Review, 1(1), 22–40. 
https://doi.org/10.1002/arcp.1006 
Shiau, H. C. (2014). The impact of product innovation on behavior intention: The 





dolls. Anthropologist, 17(3), 777–788. 
Soebagyo, T., & Subagio, H. (2014). Analisa Pengaruh Store Image Terhadap 
Purchase Intention Di Toserba “ Ramai ” N Gawi. Jurnal Manajemen 
Pemasaran, 1(2), 1–9. 
Steffen, A. (2018). Exploring the Benefits of Employing Market Insights and 
Consumer Trends in Food Product Innovation : A Case Study from Germany. 
Case Studies in the Traditional Food Sector. Elsevier Ltd. 
https://doi.org/10.1016/B978-0-08-101007-5.00008-7 
Suharsimi, A. (2013). Metodologi penelitian. bumi aksara. 
Sujarweni, W. V. (2014). Metode dan Teknik Penelitian. Metode Penelitian, 79–
85. 
Supriatna, D. (2014). Analisis Faktor-Faktor Dominan dalam Pembentukan 
Creative Tourism dan Pengaruhnya terhadap Keputusan Berkunjung. 
Suroso, B. H., & Iriani, S. S. (2014). Pengaruh Inovasi Produk dan Harga Terhadap 
Minat Beli (Studi Kasus Mie Sedaap Cup). Pengaruh Inovasi Produk 
Terhadap Konsumen, 2. Retrieved from 
http://ejournal.unesa.ac.id/article/13335/56/article.pdf 
Suryana. (2015). Metodologi Penelitian Model Praktis Penelitian Kuantitatif. In 
Metodologi Penelitian (p. 512). https://doi.org/10.1007/s13398-014-0173-7.2 
Syifa, R. (2016). Analisis Pengaruh Inovasi Produk, Persepsi Harga, Lokasi Dan 
Word Of Mouth Terhadap Proses Keputusan Pembelian Venus Bakery. 
Uliana, D., Ilmu, F., Dan, S., Politik, I., Studi, P., Administrasi, I., & Pemasaran, 
K. (2012). Pengaruh Inovasi Produk Terhadap Purchase Intention ( Studi Pada 
Starbucks Via ) Skripsi. 
Vahdati, H., & Mousavi Nejad, S. H. (2016). Brand Personality toward Customer 
Purchase Intention: The Intermediate Role of Electronic Word-of-Mouth and 
Brand Equity. Asian Academy of Management Journal, 21(2), 1–26. 
https://doi.org/10.21315/aamj2016.21.2.1 
Varadarajan, R. (2010). Strategic marketing and marketing strategy: Domain, 
definition, fundamental issues and foundational premises. Journal of the 
Academy of Marketing Science, 38(2), 119–140. 
https://doi.org/10.1007/s11747-009-0176-7 
Williams, P. (2014). Emotions and Consumer Behavior. Journal of Consumer 
Research, 40(5), viii–xi. https://doi.org/10.1086/674429 
Xiao, A., & Yang, S. (2019). administrative sciences Factors Affecting Purchase 
Intentions in Generation Y : An Empirical Evidence from Fast Food Industry 
in Malaysia, (2011). https://doi.org/10.3390/admsci9010004 
Younus, S., Rasheed, F., & Zia, A. (2015). Identifying the Factors Affecting 
Customer Purchase Intention. Global Journal of Management and Business 
Research, 15(2), 2–3. https://doi.org/10.14738/assrj.21.139. 
Yusof, J. M., Singh, G. K. B., & Razak, R. A. (2013). Purchase Intention of 





Sciences, 85, 400–410. https://doi.org/10.1016/j.sbspro.2013.08.369 
Zhang, B., Fu, Z., Huang, J., Wang, J., Xu, S., & Zhang, L. (2018). pay a premium 
price for safe vegetables : A case study of. Journal of Cleaner Production. 
https://doi.org/10.1016/j.jclepro.2018.06.273 
Zhang, K. Z. K., & Benyoucef, M. (2016). Consumer behavior in social commerce: 
A literature review. Decision Support Systems, 86, 95–108. 
https://doi.org/10.1016/j.dss.2016.04.001 
Zhang, M., Zhao, X., & Lyles, M. (2018). Effects of absorptive capacity, trust and 
information systems on product innovation. International Journal of 
Operations & Production Management, IJOPM-11-2015-0687. 
https://doi.org/10.1108/IJOPM-11-2015-0687 
Zhang, Y., Jing, L., Bai, Q., Shao, W., Feng, Y., Yin, S., & Zhang, M. (2017). 
Application of an integrated framework to examine Chinese consumers ’ 
purchase intention toward genetically modi fi ed food. Food Quality and 
Preference, (October), 0–1. https://doi.org/10.1016/j.foodqual.2017.11.001 
Zhang, Y., & Tang, P. (2017). The Effects of Product Innovation Locus on 
Consumers Adoption of New Products—Based on Regulatory Focus and 
Information Processing Fluency. American Journal of Industrial and Business 
Management, 7(3), 191–201. https://doi.org/10.4236/ajibm.2017.73015 
Buku 
Riduwan, & Kuncoro, E. A. (2014). Cara Menggunakan dan Memaknai Path 
Analysis (Analisis Jalur). Bandung: Alfabeta. 
Sugiyono. (2017). Metode Penelitian Kuantitatif, Kualitatif Dan R&D. Bandung: 
Alfabeta. https://doi.org/10.1017/CBO9781107415324.004 
Online Book 
Kotler, P., Bowen, J. T., & Makens (2014). Marketing for hospitality and tourism 
Sixth Edition. Current Issues in Tourism. 
https://doi.org/10.1108/09670730610690358 
Kotler, P., & Keller, K. L. (2016). Marketing Management. Global Edition (Vol. 
15E). https://doi.org/10.1080/08911760903022556 
N Golder, P., & Mitra, D. (2018). Handbook of Research on New Product 





Schiffman, L., & Kanuk, L. L. (2012). Consumer Behavior Second Edition. New 
Jersey: Pearson- Prentice Hall 
Website 
Disparbud jabarprov. 2018. Dinas Pariwisata dan Budaya Provinsi Jawa barat. 
https://www.disparbud.jabarprov.go.id. (Diakses pada tanggal 10 Juni 2019). 
